The purpose of this study is to examine the factors influence consumers' intention to purchase hybrid car and explore the roles of consumption values in automotive context. The study has been examining the direct relationship between functional value, symbolic value, emotional value, novelty value and conditional value with consumers' intention to purchase hybrid car. Each variable was measured using 7-point Likert-scale. Questionnaire was used to collect data from individual consumers in Klang Valley. The data were then analyzed by using structural equation modeling (SEM) with SmartPLS 2.0. Five hypotheses were developed for this study and were tested using two stages analyses. The first stage involves measurement model while the second stage is structural model. The results of the study indicated that functional value is the most significant predictor of consumers' intention to purchase hybrid car. In contrast, symbolic value, emotional value and novelty value failed to show significant relationship with consumers' intention to purchase hybrid car. Finally, implications of the findings as well as limitations and future research are discussed.
Introduction
As the environment continues to exasperate, developed countries found that environmental degradation is affecting their economy and policies whereas developing countries like Malaysia have just started the green movement as a step to preserve the environment (Ramayah, Lee, & Osman, 2010) . Developing countries like Malaysia start aware of the importance of green products which can reduce the environmental threat as well as boost the economy by creating opportunities for businesses. Consumers should responsible to the environmental degradation due to their consumption pattern. Environmental degradation not only caused by industry, consumers purchasing behavior and consumption pattern are also the reasons the environment continues to exasperate. Therefore, consumers could change the environment by consuming green products.
Apart from that, automotive industry is one of the most important industry in Malaysia. This is because automotive industry could contribute to the country's economy in terms of direct and indirect taxes, technology advancement, and the opportunity to grow other business, as well as human resources development by providing training and job opportunities. Malaysia is one of the largest automotive manufacturer in the world with more than half a million sales every year (Lim, 2012) . Malaysia ranked as number three in ASEAN market, however the existence of green product could create an opportunity for Malaysia to become the market leader of automotive industry in ASEAN market.
In monitoring the automotive market, hybrid car is one of the green products that represent automotive industry. Hybrid car is the most popular green car in Malaysia in recent year. Malaysian consumers have showed their willingness to pay more for green products (Lung, 2010) , however the usage of hybrid car is considered low. The first hybrid car available in Malaysia was in year 2007. Up to date, the total hybrid car registered in Malaysia since 2007 was around fifty thousand units. According to Mahalingam (2013) , hybrid car sales are expected to be flat or lower. Therefore, there is a need to carry a study to examine the consumers' intention to purchase hybrid car before extra costs and investments incurred in manufacturing hybrid car and this study would contribute to local automotive manufacturers as well as foreign automotive manufacturers to emerge in Malaysia green market.
arise. Previous studies have studied about the environmental factors (e.g. environmental knowledge, environmental attitudes, and environmental concern) and marketing factors (e.g. cost, quality, attitudes, and demographic), however there is a lack of value factors being examine especially consumption values. Value was found to be an important predictor in predicting consumers' purchase intention (Bui, 2005) . Although intention is a good predictor of actual behavior, however without examine the values, it is still unable to provide a full picture of customer mind on consumer's purchase decision (Schiffman & Kanuk, 1997) . Therefore, consumption values was used to predict consumers' intention to purchase hybrid car in this study.
This study applied theory of consumption values developed by Sheth, Newman and Gross (1991) to examine the key determinants of consumers' intention especially in purchasing hybrid car. Most of the earlier studies regarding consumers' intention were employed theory of planned behavior or theory of reasoned action as the theoretical foundation. However, both theory of planned behavior and theory of reasoned action have it drawback. There are at least four limitations that have been identified by employing theory of planned behavior or theory of reasoned action. The first limitation is the determinant of intention should not limit to only attitudes, subjective norms and perceived behavioral control. The second limitation is the assumption of individuals are free to act without any limitation is often unfounded because limited ability, time, environment or unconscious habits would limit the freedom to act. The third limitation is values and environmental factors that may influence consumer's intention to perform a behavior does not take into account. The last limitation is theory of planned behavior or theory of reasoned action is a predictive model that predict individual's action based on certain criteria as individuals are not always behave as predicted and it might change over time especially when consumers take a longer time to carry out an intention, the behavior is less likely to occur. Therefore, two research questions are investigated in this study. First, we examine whether the consumption values (i.e. functional value, symbolic value, emotional value, novelty value and conditional value) drive or influence consumers' intention to purchase hybrid car. Second, we explore the roles of consumption value in automotive context. The next section of this paper will discusses the theoretical background and hypotheses development based on the theory of consumption values.
Theoretical Background and Hypotheses Development
One of the most successful strategies in 1990s was the ability of a company provides superior value to its customers (Wang, Liao, & Yang, 2013) . Value is consider as an important make up of relationship market. Value is the fundamental basis for all marketing activities. Value is the major sources of competitive advantage (Woodruff, 1997) . Therefore, in order for a company to stay competitive in the market, company should create value to consumers as value become the concerned of consumers in performing purchase behavior.
Perceived value refers to an overall evaluation of benefit a consumer received from a product or service based on consumer's review (Bolton & Drew, 1991; Patterson & Spreng, 1997) . Ramayah et al. (2010) mentioned that consumers generate behavior along with their beliefs and worldwide assumption. Previous research has widely explained the positive effect of perceived value on marketing performance (Sweeney, Soutar, & Johnson, 1999) . Perceived value was seen as an important predictor because companies are able to enhance consumer's intention to purchase through product value (Steenkamp & Geyskens, 2006) . Companies are able to deliver values by offering benefits and differentiating product from its competitors (Zeithaml, 1988; Aaker, 1996) . According to Chen and Chang (2012) , green perceived value would positively affect green purchase intention.
According to Sheth et al. (1991) , perceived value is not limited to functional aspects of quality and price. Perceived value is a multi-dimensional approach. Perceived value had been empirically proved in marketing disciplines as multi-dimensional approach (Wang et al., 2013; Sheth et al., 1991) . Among perceive value approaches, Sheth et al. (1991) is one of the most important contributor to perceived value studies (Sanchez-Fernandez & Iniesta-Bonillo, 2007) . Sheth et al. (1991) mentioned that consumer purchase choice entails a form of consumption values which can be categorized as functional, social, emotional, epistemic and conditional value, and each value plays a different roles in consumer's decision (Deng, Lu, Wei, & Zhang, 2010) . Therefore, theory of consumption values is more appropriate in explaining consumers' purchase intention. In this study, a proposed framework made up from various consumption values to predict consumer's intention to purchase hybrid car by using theory of consumption values. The research model is shown in Figure 1. www.ccsenet.org/ass Asian Social Science Vol. 11, No. 26; 2015 Figure 1. Research model
Hypotheses Development
The above literature has discussed the important concepts and useful studies in developing the framework for the present study. The next to be discussed is the relationship between the construct of the study.
Functional Value
Functional value was assumed as the primary driver of consumer choice (Sheth et al., 1991) . Functional value has been conceptualized as the value received in terms of price and quality (Zeithaml, 1988; Dodds, Monroe, & Grewal, 1991; Bolton & Drew, 1991; Holbrook, 1994; Woodruff, 1997 ). Consumer's decision to purchase or use a product was influenced by the product attributes or product characteristics (Williams & Soutar, 2009 ) and the fulfilment of consumer's utilitarian needs (Bødker, Gimpel, & Hedman, 2009) . Price has been found as the most salient functional value (Wang et al., 2013) , however previous studies (e.g. Lin & Huang, 2012; Lin, Huang & Wang, 2010; Williams & Soutar, 2009) found that functional value does not significant influence consumers' choice and purchase intention. On the other hand, Wang et al. (2013) found that functional value is positively affects the behavioral intention. Consequently, the proposed hypothesis is as follows.
H1. Functional value positively affects intention to purchase hybrid car.
Symbolic Value
Symbolic value has been described as "the meaning associated with the product and the image of the product" (Sheth et al., 1991) . Symbolic value arises when individuals or groups share the meaning of a product, hence, the process in understanding and evaluating symbolic value is much more difficult than functional value (Burcu & Seda, 2013) . Oliver and Lee (2010) found that the relationship between social values with purchase intention on hybrid car was different according to cultures. The researcher found that social value would have positive effect on collectivism cultures. Malaysia is considered a highly collectivism society (Arfa Adlina, 2012) . Previous studies (e.g. Lin & Huang, 2012; Lin et al., 2010) found that social value does not significantly influence consumers' choice. However, two extra dimensions (i.e. self-identity and social influence) are added in the present study to test the symbolic value Therefore, the following hypothesis is makes:
H2. Symbolic value positively affects intention to purchase hybrid car.
Emotional Value
Emotional value refers to the ability of a product arouse feeling or affective states (Sheth et al., 1991) . The feelings can be either positive (e.g. loyalty, nostalgia and excitement) or negative (e.g. anger, fear and guilt). Additionally, feelings also can be described as distinctive categories of emotional experience and expression by structural dimensions underlying emotional category. Human are associated with emotional responses in their daily life. Emotional value is one of the consumption values that influence consumers' decision where a product can stimulate emotions (Bødker et al., 2009) . Previous studies (e.g. Lin & Huang, 2012; Lin et al., 2010; Wang et al., 2013) found that emotional value is positively affects consumer choice behavior as well as behavioral intention. Hence, the following hypothesis is develops:
H3. Emotional value positively affects intention to purchase hybrid car. 
Novelty Value
A novelty value is created when the product or service arouses curiosity, provide originality or novelty and/or knowledge gaining (Sheth et al., 1991) . Curiosity and innovative are explained by motivation theories as incentives existing in human nature (Burcu & Seda, 2013) . Hence, marketing experts accept that the incentives of "innovation and variety searching" are affected to consumers' purchase preferences (Burcu & Seda, 2013) . Previous studies (e.g. Lin & Huang, 2012; Lin et al., 2010; Wang et al., 2013; Williams & Soutar, 2009) found that epistemic value or novelty value is significantly affect consumer choice behavior and behavioral intention. Thus, the hypothesis is developed as below:
H4. Novelty value positively affects intention to purchase hybrid car.
Conditional Value
Conditional value means the benefits perceived or obtained in a certain condition the person making a preference come across (Sheth et al., 1991) . Generally, consumers' conceptions of conditional value cannot be known until the condition that will change the behavior emerges (Burcu & Seda, 2013) . Conditional value was found to be the most influence predictor of consumers' choice behavior (e.g. Lin & Huang, 2012; Lin et al., 2010) . Hence, the following hypothesis is developed:
H5. Conditional value positively affects intention to purchase hybrid car.
Research Method
A quantitative method was employed for this study. A questionnaire was used to collect data on intention to purchase hybrid car with consumers from Klang Valley, Malaysia. The items used to measure the constructs in this study are adapted from previous study to ensure the content validity. Six items were used measure intention to purchase hybrid car is adapted from Sinnappan and Rahman (2011) and Kanchanapibul et al. (2014) . Ten items were used to measure functional value is adapted from Hong et al. (2012) and Lin and Huang (2012) . Twelve items were used to measure symbolic value is adapted from Oliver and Lee (2010); Sinnappan and Rahman (2011); Tan (2013) and Lee (2009 (2011) and Lin and Huang (2012) . Six items were adapted from Lin and Huang (2012) and Oliver and Lee (2010) to measure novelty values, whereas five items were adapted from Lin and Huang (2012) to measure conditional value. All the items are measured on a seven-point Likert scales. A pilot study was conducted using convenience sample with 30 drivers from three residential areas in South Klang, Selangor. The reliability for pilot test was ranged from 0.755 to 0.905 which are sufficient for research purpose (Nunnally, 1978) .
Data Collection Procedure
The sampling procedure applied in this study was proportionate stratified sampling where the population is divided into groups according to the major city in Klang Valley such as Kuala Lumpur, Ampang Jaya, Petaling Jaya, Subang Jaya, Shah Alam and Klang. According to the Cohen's Rules of Thumb, the minimum sample size suggested for seven arrows pointing at one construct for PLS-SEM analysis is 228 (Hair, Hult, Ringle, & Sarstedt, 2014) . This study applied intercept method for data collection. As refer to previous research (e.g. Nor Azila, Hayatul, Noratisah, & Azli, 2014) that applied intercept method, the response rate is 56.5 percent. Therefore, 404 sets of questionnaire were distributed. The respondents were required to fill up and return the questionnaire on the spot.
The self-administered questionnaire was distributed at the selected top three brands hybrid car seller (Honda, Toyota and Nissan) showrooms. Questionnaire was distributed outside the showrooms and approach individual consumer who walk out from the showroom after consulting the sales representative or sales admin. The reason of choosing individual consumer who visit showroom is because the probability of an individual intent to purchase a hybrid car is higher for those who went to showroom. Consumers who visited the showroom are not curious buyers (Capgemini, 2011) .
From 404 sets of questionnaire sent, 352 questionnaires were returned. However, only 306 were usable. Forty six questionnaires were removed because of the respondents are hybrid car owner. Therefore, the usable response rate of 75.7 percent has achieved.
The demographic profile of respondents for this study are shown in Table 1 . Among 306 valid respondents, 147 (48 percent) are male while 159 (52 percent) are female. Based on the survey, the highest respondent's age group falls between 21-38 years old (73.5 percent), followed by between 39-49 years old (19.9 percent) and 50 years old and above (6.5 percent). Mercedes-Benz 2 0.7
Analysis and Results
Data analysis in structural equation modeling is divided into two steps (Ramayah, 2014; Anderson & Gerbing, 1988) . The first step involves analysis of measurement model where assessment of validity and reliability of the items was carried out. The second step involves analysis of structural model where assessment of relationship between the latent constructs and hypotheses are tested. Partial least squares (PLS) was used to carry out the analysis of measurement model and structural model is because PLS do not require a large sample size, does not require normal-distributed input data, can be applied for complex model, and is useful for prediction (Urbach & Ahleman, 2010 ).
Measurement Model
Two types of validity were assessed in the measurement model which are convergent validity and discriminant validity as suggested by Hair et al. (2014) . Convergent validity and reliability were assessed first in the measurement model. Composite reliability was used to test the construct reliability while average variance extracted (AVE) was used to assess the construct convergent validity. According to Hair et al. (2014) , the threshold value for composite reliability is above 0.70 while the threshold value for AVE is 0.5. Vol. 11, No. 26; 2015 that the AVE values and composite reliability were above the threshold value which shows that higher level of reliability and the constructs explain more than half of the variance of its indicators.
After convergent validity and reliability of each construct are confirmed, the next to be carried out is discriminant validity where to examine the degree to which the construct is truly different from the other construct in the study. Cross loadings and Fornell-Larcker criterion (correlation matrix) are carried out as suggested by Hair et al. (2014) . Based on Table 3 , the loading of each item is larger on its assigned latent variable that its loadings on other construct (Chin, 1998) , this indicates a good discriminant validity. Thereafter, the square root of the average variance extracted (AVE) is compared with the latent variable correlations (Hair et al., 2014) . As shown in Table 4 , the values in the diagonal are much larger than the correlations shared between the construct. Therefore, discriminant validity was achieved. Note: Diagonals represent the square root of the average variance extracted while the other entries represent the correlations
Structural Model
The next step after measurement model is structural model. Hypotheses were tested in this step. R2 values and path coefficient were obtained by running the PLS algorithm and bootstrapping with 5000 samples and 306 cases. The results are presented in Table 5 and Figure 2 . The R 2 values of 0.586 means the five values explained 58.6 percent of the variance of intention to purchase hybrid car. Table 5 shows that only hypotheses were supported. Vol. 11, No. 26; 2015 are not significantly influence choice behavior while emotional value, epistemic value and conditional value are significantly influence choice behavior toward green products. This shows an inconsistent between the findings of this study and previous studies.
Managerial Implications
The research findings have provided some insight to marketer on the way to attract consumers with the appropriate values as product values has been identify as important factors in influencing consumers' purchase intention. Marketers should aware that functional value and conditional value does influence consumers' intention to purchase hybrid car.
Based on the findings, marketers should not concentrate too much on social influence as their strategy go attract Malaysian consumers to purchase hybrid car because symbolic value does not show significant relationship in influencing consumers' intention to purchase hybrid car.
Besides, government's subsidy and manufacturers' promotion or discount could create consumers' intention to purchase hybrid car. Therefore, Malaysia government should consider to implement another policy such as tax exemption which could boost the hybrid car sales and it can help in achieving one of the objectives of National Automotive Policy to become the regional hub of energy efficient vehicles.
Limitation and Suggestions for Future Research
As this study is based on cross-sectional data where data was collected once in a specific time which is unable to provide a better insight and understanding of consumers' intention. This is because consumers' intention might change over time and there is a time interval for consumers to carry an action. In order to better understand consumers' purchase behavior and the significant variables that influence consumers' intention might be different in long run. Hence, longitudinal research is recommended in future research.
Besides, the data of this study was collected from Klang Valley consumers' which is unable to represent the whole population of Malaysia especially the different between Peninsula Malaysia or East Coast and West Coast of Malaysia. Therefore, future research suggest that a cross-culture study where a comparison between West Coast and Each Coast of Malaysia should be carrying out. This is because consumers in East Coast and West Coast having different living lifestyle, culture, economy and development level. Therefore, cross-culture study enable marketers to apply appropriate marketing strategies to each coast.
Lastly, this study is based on theory of consumption values instead of the popular theory such as theory of planned behavior or theory of reasoned action. However, the theory of consumption values is able to explain 58.6 percent of behavioral intention in this study while as mentioned earlier only 40 percent of the behavioral intention is explained by theory of planned behavior or theory of reasoned action. Therefore, future research should consider theory of consumption values.
